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Think of your favorite store. VVhat makes it so special? 
The merchandise? The sale prices? Its convenience? Most likely, it has to 
do with your shopping experience - the way you feel when you leave the 
store. And there's one factor that can make or break a good 
shopping experience: the people who work there. 
Successful retailers have known this fol' _yeal's. So lrns Blue Cross and 
Blue Shield of Florida. Our corporate values spell it out: Employees are 
mu· number-one asset. Thal means our 9,000 employees are more 
valuable than any other corporate resource and most likely to have a 
direct impact on our company's success or failure. 
"Our values make it clear that our employees are our number-one 
asset," says Mike Cascone, president and CEO. "Your hard work and 
commitment to our members have strengthened our company's position 
in the marketplace and made us the health care company of choice for 
more than 2.8 million Floridians. \Ve are very proud lo have such 
high-caliber employees on the BCBSF team." 
In keeping with our values, this issue of Perspectives celebrates our 
employees - not just at work, but in the community as YVell. Take this 
year's United \Vay campaign,.for example. Together, employees raised 
more than $1 million, making us the number-one employee givirlg 
company in· northeast Flo�·ida: Read' niore· about the en1pl6yees behind· 
our Uni!ed Way succ�s.s ,qn page 18'. 
ra rn iFI 114 rnrn ,:om{! 
You'll notice that. Perspectives haf 
•)'--,c 
a new, redesigned look and ·· · · 
shorter, more concise articles. 
Now more than ever, it is a 
publication especially for and .. <}i� 
about employees. Look for .· -,;�� 
articles and photos of our very , rr 
own, like Ellie Rimar, information'." 
consultant, who is our cover . ,.jf:t 
model. "Smoother Sailing for .• _,{)( 
. .,.,J;<i, 
Cancer Survivor" shares her · < ·;:-, 
t, ',i,·.iJ, 
triumph over breast cancer. Lo.oR 
-. for more employee-related ·: J-:,. 
stories throughout th_e issu�)J\1 
''',/,) 
'. ._·-·.�:-�.: � \�t\' 
·,re ,hope: you enjoy tl1e new, "nid\i,··•· 
employee-foct1se(lPerspecliv�/ \'\1e;1·.e, 
continuing to distribute via d�sk·:w:op,° 
, .• ' >'..C 
which has been well received. Anaf� �! 
·.' ;�f'. ;_-�"� ''sl. 
,ve continue to publish it online on;;-/J;�• 
the Blue Views inlranet web site'. L�i�f! 
us know what you think of · i,J 
Perspectives. You can contact us · \f ·-r 
through several ways: voice maU, at }/ 
(904) 905-3047; email us al "Blue 
'·' 
Views"; send us a fax at (904) 
905-6638 or interoffice mail, 
Corporate Communications, DCC 3-4.'� 
.. ,  .. ,
,':;:  ·.-
:_:_._.�_:_• ..:1:�.·_,;�;..!�z -� 
::;. ... 
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I the BCBSF family, serves as 
president and CEO of FCSO and is 
assisted by a talented leadership 
team. 
Success led to expansion and, in 
September 2000, an office was 
opened in Meriden, Ct. Meriden, a 
community of approximately 
60,000, is located about 20 minutes 
from Hartford, Com1ecticut's state 
capitol. Meriden-based FCSO 
employees are charged with 
administering Medicare Part B in 
Connecticut, serving about 710,000 
Medicare beneficiaries and more 
than 17,000 providers, including 
more than 12,800 physicians. In 
all, there are positions for 150 
employees and the Meriden office 
currently is staffed with 138. 
According to Diane Routhier, 
director, Human Resources, " ... we 
are looking forward to having our 
office fully staffed in the near 
future." 
According to Lamar James, vice 
president, Program Management, 
who served as the transition leader 
for FCSO, "The entire operation 
was a first for us. When United 
Health Care (UHC) decided to end 
its agreements with Medicare Part 
B in five northeastern states, we 
prepared a winning presentation 
and were awarded the contract for 
the state of Connecticut." 
Continuity was obtained in claims 
processing by retaining a majority 
of the former UHC employees as 
new FCSO staffers. The goal was 
to retain as many former 
employees as possible, based on 
their desires and the fit within the 
FCSO organization. Routhier says, 
"By and large, most of the 
transferred employees are 
delighted to now be a part of 
FCSO. Many of them had been in 
the Medicare B operation for 
several years and are excited 
about the technological 
improvements, efficiencies and 
management structure we off er. 
"Most notably," adds Routhier, "is 
the employees' sense of 
belonging." She hears, on a 
; 
regular basis, about the differc 
in the culture and how emplo: 
are treated and treat each oth1 
Employees are pleased to be 
working for a first-class comp 
Shirley Edlin, director, Conne• 
Operations, is proud of the 
management team in Meriden 
"Our seven-person managemE 
team averages 17 years experi 
in Medicare processing," says 
Edlin. "This is a committed st. 
They are committed to FCSO • 
its principles," adds Edlin. In 
a refiecli ve moment, Edlin 
offers that in her opinion, the 
empowering environment tha1 
FCSO offers its employees, 
regardless of location, is what 
drives the staff to continually 
improve on its mission and 
capabilities. "I'm very proud tc 
in a leadership role with these 
employees in Connecticut," sa: 
Edlin, "they are true prof essim 
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Pictured on page 22 - Kathy 
Bunko (upper left), Ellen Uliase 
(upper right), Group Photo 
(first row, left to right): Diana 
Maclennan, Betty Kolevich, 
and Jill Casey, (standing, left to 
right): Norma Barillaro, Diane 
Routhier, Laurie Maniscalco, 
Shirley Edlin and Catherine 
Mason 
•�n; "'JIii ,. . {,,. ,,.,--... . 
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There are approximately 150 FCSO employees who administer Medicare Part B in 
"I'm very proud to be in a 






10ugh separated by 1,027 miles and an estimated 
,e time of nearly 17.5 hours, First Coast Service 
:ions (FCSO} employees of Meriden, Ct. and 
ksonville, Fla. have much in common. They drive 
ir children to soccer practice, attend concerts, 
1uent a variety of restaurants, check out new movies 
:he cineplex and see 1-95 road signs along their 
rneys. Of course, living a country-width apart, there 
many differences, as well. Who can remember the 
time a snow shovel was required in Florida or an 
nge grove in Connecticut needed spraying for fruit 
,? Not too many northeastern residents would 
er for the Jaguars, Dolphins or Bucs, but then how 
1y Floridians are enamored with the Patriots, Celtics 
ied Sox? In short, we've all got our differences, 
through the efforts of FCSO, we all have much in 
1mon. 
can communicate across the miles by dialing a five-digit number. 
can easily invite each other to teleconferences via a simple email 
tsmission. The Health Care Finance Administralion (HCFA) doesn'L 
� whether an employee is in Connecticut or Jacksonville, they only 
w it's a FCSO employee who is processing that Medicare Part B claim. 
;o is proud to be a long-distance team and is also proud of each 
)loyee. To understand more about FCSO, let's review its history. 
r 1998 witnessed the birth of a new company - a company charged 
1 managing the federal government health program known as 
iicare. Seven months after the birth of First Coast Service Options, 
, this fledgling company received its license as a Third Party 
ainistrator from the state of Florida and began business Jan. 1, 1999. 
,r to its spin off as a subsidiary business, FCSO was formerly known 
h.e Government Programs division of BCBSF. 
ives SPRJ\G 2001 
FCSO launched with a staff of 
dedicated employees located 
primarily in the Riverside Avenue 
offices in downtown Jacksonville. 
Other Florida offices include 
Tampa, Orlando and Miami. 
Outside of Florida, FCSO boasts 
an office in Owings Mills, Md. It 
operates as a wholly-owned 
subsidiary of BCBSF, and as part of 
Diversified Service Options, Inc., a 
holding company, which also holds 
Tri-Centurion, LLC, a corporation 
designed to combat Medicare fraud. 
Curtis W. Lord, a 17-year veteran of 
I 
■ 
[41 Incentive Pay Puts 
Savings in Your Hands 
You've heard the rumors, now 
they're true! The Employee 
Incentive Plan makes incentive 
pay a possibility for all employees. 




Government and Legislative 
Relations works to make sure 
our company's views are heard 
and understood. It's a Lough 
blend of hard work, perseverance 
and diplomacy. 
perspe ctiv es 
[121 Cc ... er St-,r 
Smoother Sailing 
for Cancer Survivor 
Through mammography, Ellie 
Rimar was able to catch breast 
cancer in the early stages. Read 
aboul her triumph over Lhe 
disease and how it's changed 
her outlook. 
[14] Taking T ime to Care 
about Kids 
Employees in Urn Soutl1 GBU 
are taking stock in something 
far more valuable than any 
Wall Street commodity. They're 
mentoring at-risk kids through 
Take Stock in Children. 
[16] A New Generation 
in Health Care: 
Affordable Choice 
"PAC" is muttered in hallways 
and discussed at meetings. 
Learn about PAC and how 
it will position BCBSF for 
the future. 
[18] Employees Show 
Extraordinary Levels 
of Caring 
When it comes to caring, 
BCBSF employees go all out. 
This year's United Way 
campaign brought in $1.5 
million, making us the largest 
contributor in northeast Florida. 
�'"""'"" 
[20] Consumer Central: 
the ICBU 
Becoming a consumer centric 
company is at the heart of the 
Individual Consumer Business 
Unit's (ICBU) strategy. This 
articJe features an in-depth 
interview with ICBU General 
Manager Jean Hull. 
[22] Welcome FCSO 
Connecticut! 
Did you know we have 150 
First Coast Service Options 
employees in Connecticut? 
Get to know them and what 
they do in U1is feature story. 
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IncenHve pay puts savings 
inyOUl-ha 
For years, it's been a whispered speculation: an incentive plan for all 
employees. This is the year speculation becomes reality with the Employee 
Incentive Plan (EIP). No longer reserved for managers and employees in 
designated areas, incentive pay is now a possibility for all Blue Cross and 
Blue Shield of Florida employees. 
"The new incentive plan supports our values, which clearly state that 
every individual contributes to the company's success," says Paula 
Labian, director of Total Rewards. "It's one thing to say employees are 
valued and another to prove it. The EIP is proof the company values all of 
us because it recognizes our contribution in delivering affordable health 
care choices to our members." 
4 perspectives sPRI,G 2001 
Under the plan, about 5,000 
employees not eligible for other 
incentive plans can qualify for 
additional earnings opportunities 
based on improving BCBSF's 
performance in profitable growth, 
customer satisfaction and 
administration expenses. 
The EIP works at several levels, 
says Michele Seymour, project 
consultant, Total Rewards, and a 
those gaps will improve both our 
members' experience and our 
financial performance. 
Q: Any other innovations? 
We've exlended the ICBU 
leadership team to involve leaders 
from all of the key areas which 
impact our customers. We believe 
that it is critical for our actions to 
be fully integrated in order to turn 
this market around. 
Q: What are your immediate goals? 
To improve the financial 
performance of the under-65 
consumer market. To serve 
under-65 individuals in a more 
efficient manner, to have a 
deeper understanding of the 
products and services they want, 
and to meet those needs better 
than our competitors. Also to 
cross-sell more ancillary products, 
such as dental, life, long-term care 
insurance - and potentially 
financial products - that meet 
their needs. And we want to be 
able to translate what we learn to 
other markets. 
choices to our members. It's a new 
generation of products that will be 
available during 2002. 
0: What role, if any, will the 
Internet play in ICBU initiatives? 
During the second quarter of this 
year, we will be launching web 
sales capabilities that will allow us 
to off er individual products online. 
Among other benefits, it will allow 
the member Lo help drive our 
producL developmenL because 
tracking how our members use 
the site will provide instant market 
research. 
Q: What's the key for the company 
to become more consumer 
centric, or consumer oriented? 
Historically, we have defined our 
market segments from our 
internal point of view, such as 
large group, small group, national, 
over 65 or under 65. But we have 
to start viewing our market 
segments from our members' 
points of view because - in terms 
of their wants and needs - there 
are actually clusters or sets of 
customers that cross all of those 
markets. For instance, there's a 
11
Basically that means integrating 
the voice of the cus*fft\rrner into 
all of our decision making" 
Q: Are any new products 
anticipated? 
We're bringing out all new 
BlueChoice (PPO) and BlueCare 
(HMO) products for under-65 
individuals, and we'll be migrating 
all of our customers into those 
products over an 18-month period. 
We're also heavily supporting the 
development of a new company­
wide product platform - the 
Platform for Affordable Choices 
(PAC) - that will offer greater 
subset that is interested in 
pursuing healthy lifestyles as a 
way of managing their health. 
How large is that segment? What 
are its characteristics? What goods 
and services would appeal to that 
segment? 
Q: That's an interesting subset. Do 
we know the answers? 
We're working on them. The ICBU 
is leading a company-wide 
consumer segmentation initiative 
to understand more about the , 
consumers who use our produ 
Over their lifetimes our memb 
go through a series of events tl 
involve their health and their 
families' health. Along the way 
have many opportunities to de: 
affordable choices in terms of 
products and services. 
This analysis will allow us to 
identify the market segments v 
should target and Lhe informal 
goods and services the people 
these segments want. When yo 
understand that, you can start 
build products and services th, 
match those needs. Chrysler, ft 
example, didn't ask consumerE 
they wanted a minivan. But by 
gauging customers' wants and 
needs, and basing their produc 
decisions on those, Chrysler 
developed an innovative vehicl 
that was highly successful in 
meeting the needs of one of 
its target market segments, 
young families. That's what 
consumer centric companies d 
Jean Hull says we have t< 
start viewing our market 
segments from our 
members' point of view. 
� i n t e r v i e w  
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.t Jul y, B CB S F  Vic e Pr es id ent Jean Hu l  was nam ed g en eral manag er o f  
r ec entl y form ed Ind iv idual Consum er Bus in ess Un it . We spo ke w ith 
to ga in mor e ins ight into th e compan y's r easons for cr eat ing th e I CB U 
I what w e  can exp ect from it . 
Nhy did BCBSF create the Individual Consumer Business Unit? 
want to position the consumer market for long-term aggressive 
wth. If you look at the Florida market, which is different from other 
:es, there are increasing numbers of early retirees, self-employed 
1ple starting their own small businesses, and employees and their 
1ilies without group coverage. Our challenge is to understand and 
et the needs of these consumers, while increasing member 
sfaction, loyalty and profitability. 
-low has the company performed within this market? 
� under-65 segment has shown considerable growth. Between 1994 
I :WOO, our under-65 individual enrollment increased from 79,000 to 
,,000, a 176 percent increase, and revenue increased to $278 million, 
2 percent increase. But because claims and operating expenses 
reased even more rapidly than the revenue, we went from making 
ney to losing money - $ 26 million in 2000. Our challenge is to turn 
t performance around this year. 
IVhat other factors led to the ICBU start-up? 
1sumerism is a major trend impacting many industries, including the 
11th industry. We're trying to understand that trend and to develop 
abilities required to become consumer centric. Basically, that means 
�grating the "voice of the customer" into all of our decision-making. 
-low do these individual under-65 consumers differ from those who 
·e group coverage? 
:ause they make their own health care purchase decisions and pay 
their plans out of their own pockets, individual purchasers are more 
sitive to premium costs and overall out-of- pocket health care 
1enses. 
-tow many employees are involved in the ICBU? 
�re are 300 people across all areas of the company who support 
\ 
t1ves s11m,c; 200 1 
ICBU customers. We're 
looking at how we can improve 
communication and coordination 
with all those employees, not just 
those within the ICBU. 
0: Have you implemented any 
structural or organizational 
changes? 
Yes. We have a new structure and 
new roles within that structure 
that are different from BCBSF's 
typical organization. For example, 
our leadership team includes a 
member advocate. Mary Ellen 
Gruenther's responsibility is to 
reflect our customers' viewpoint 
in all our decision-making. She's 
involved in member metrics -
making sure we measure our 
performance from the member's 
perspective. She's also profiling 
specific members whose needs 
we haven't met, actually talking 
to them to understand their 
experience so we can be honest 
about our performance. 
Q: How else does the new ICBU 
structure differ? 
We have an area led by Larry 
Mazzocchi that is dedicated to 
service delivery. We recognize that 
service isn't just something that 
happens when a member calls 
customer service; it happens every 
time there is an interaction with 
members. Examples include the 
point of sale, members' experiences 
in their doctors' offices and 
coverage issues, such as when we 
issue the contracts and how we 
communicate coverage changes 
to them. Every touch point with a 
member is part of service delivery. 
This new area of the ICBU is 
accountable for determining how 
we are performing across those 
touch points from the customer's 
perspective, and working across 
different fw1ctions within the 
company to improve that 
performance. We believe closing 
11The new incentive plan supports 
our values, which clearly state that 
every individual contributes to the com-,, 
pany's success. 
member of the cross-functional 
EIP design team. 
"In addition to helping attract and 
retain employees, the plan also 
motivates employees to do their 
best," she says. "It makes sense 
when employees share in the 
success of the company. 
"We want employees to 
understand what the corporate 
objectives are and how they have 
an impact on them," Seymour 
says. "After a great deal of study, 
the design team identified three 
areas where most employees can 
affect performance - net 
income, net contract gain and 
customer satisfaction. The 
Corporate Strategy Committee sets 
performance targets for those 
three areas, and the savings 
generated when we exceed those 
targets are to be shared." 
The message excites managers, 
as well as employees new to 
incentive pay. 
"This plan demonstrates our 
commitment to the value we place 
on our employees who make 
success happen every day," says 
Karl Smith, director of Consolidated 
Inter-Plan Operations (CIPO). "Our 
values say our employees are our 
number- one asset, and this shows 
that we really do care about them 
and are willing to share the 
rewards of our success with them." 
In presenting the plan to CIPO 
employees, Srnilh and his colleagues 
broke the communication materials 
into concrete examples of how 
they can "make a difference." 
Tips were simple, direct and 
linked specifically to the three 
performance areas: 
• A t ip und er cust omer sat isfact ion 
sa ys: " Educat e cust omers -
Help cust omers und erstand th eir 
c o n t i n u e d  o n  n e x t  p a g e  
perspectives sPru,c 200 1 5 
1'TEAM is designed 
to crreate and ma�rnrttain 
a favorable work 
environment." 
6 perspectives s111u.l\G 200 , 
benefits and services so that they 
feel good about BCBSF and know 
BCBSF ca res about them and their  
insurance needs:' 
• One under net i ncome says: " Be 
dependab le/l im it absenteeism -
If we're a l l  here one or two days 
more per yea r, it's l i ke ga i n ing 
the productivity of  more than 50 
people for an enti re yea r:' 
• U nder net contract ga in , one t ip 
says: " Be accessib le - Be there 
fo r the customer. Place emphasis 
on avai labi l ity rather than 
production .  A satisfied customer is 
our most effective marketing too l :' 
"It's important for us to see how 
our work impacts the performance 
targets," Seym.our says. "It means 
turning off lights, reducing overtime 
and not ordering unnecessary 
lunches for meetings. It also means 
getting it right the first time." 
The plan allows for an adjustment 
that recognizes that as membership 
increases, so do expenses. 
"Expenses are based on a cost per 
member, per month, so no one is 
penalized for growth," she says. 
Under the plan, employees who 
attain "meets expectations" or 
better on performance evaluations 
can qualify for a percentage of 
their mid-point range if the 
company reaHzes savings when 
all three targets are exceeded and 
there are savings to share. This 
plan does not affect the reward 
and recognition programs (TEAM) 
implemented last year throughout 
the company. 
If we do exceed the targets for 
2001, the incentive pay wiJl be 
distributed in the first quarter 
of 2002. � 
• 
1 n a r  
1'Employees showed they aren't 
just the company's number-one asset, 
they're also a great asset to 
the community." 
· ing Mo"'e •han IV!one . 
Some BCBSF employees provide 
those caring solutions first hand. 
They not only donate money, they 
give their time and energy as well. 
Virginia Santaella, a claims auditor 
in Miami, started working with the 
Boy Scouts, a United Way agency, 
years ago when her son was a Cub 
Scout. Eighteen years later she's 
still involved serving as cub 
master of pack 552 - a group of 
30 boys ages seven to 11 from the 
John I. Smith Elementary School 
in Doral, Fla. 
Under Sanlaella's leadership, the 
boys learn the importance of 
giving back to the community by 
donating gifts to a center for 
abused children, collecting food 
for food drives and cleaning up a 
local beach. 
"When we help people in need, 
the Scouts realize how lucky they 
are," says Santaella. "They love 
helping others." 
Clint Waltrip, a business anal) 
the Virtual Office area, served 
team captain during the 1998 
United Way campaign. He say 
site visit to daniel, an organize 
that helps children at risk, ha< 
big impact on him and some c 
other team captains. 
"We were overwhelmed seein 
children who had so little," sa 
Waltrip. "It changed our 
perspective on giving. We wai 
to do more." 
Initially, Waltrip and four othe 
team captains developed an 
ongoing relationship with dan 
Since then, the group of empli 
involved has mushroomed to 
20. These employees hold one 
event each quarter for the kid 
daniel. They've given Christm 
gifts, held Easter and Valentin 
Day celebrations, provided sc1 
supplies and organized a earn 
"The kids like our events, but 
we've found that they really jl 
want us to listen and pay atter 
to them," says Waltrip. 
Myers says all employees can 
pride in the activities of peopl 
Santaella and Waltrip and the 






x t r a o r  
.rs led this year 's 
ed Way campaign. 
,ry year, we ask our employees to reach into their hearts and wallets 
I donate to the United Way, and employees always respond generously. 
according to Kathy Orr and Gary Myers, co-chairs of last year's campaign, 
ployees' response during the 2000 United Way campaign was nothing 
rt of phenomenal. 
r the firsl Lime, employees donaled more Lhan $1 million," says Orr, 
ce presidenl for Human Services Group. "Nol only did more 
Jloyees give, but those who have been giving for years gave even more." 
:y-four percent of employees - the highest participation rate ever -
lged to give to the United Way last year. Their pledges of $1.15 million 
a new record for employee giving. Combined with the corporate 
Lation of $350,000, BCBSF's contribution reached $1.5 million, 
k.ing us the top contributor in northeast Florida. 
1ployees showed they aren't just the company's number-one asset, 
f're also a great asset to the community," says Myers, vice president 
Workers' Compensation. 
ives SPRJ'<G 200 1 
• 
Ill 
Ta,e United Way Messa� 
Orr and Myers say one reason for 
the campaign's success was the 134 
rallies held throughout the company. 
Focusing on the theme "The 
Power of You, The Power of Blue -
Through the Eyes of a Child," 
team captains organized rallies to 
educate employees about the needs 
of the community and motivate 
them to contribute. All rallies 
included United Way representatives 
and people who have been helped 
by the organization. 
"We weren't asking for a hand out 
but a hand up," says Myers. 
"Employees saw that any of us 
could need services tomorrow." 
The rallies also emphasized that 
supporl of the United Way relates 
to our Brand promise. 
''We provide health care solutions 
to Floridians," says Orr. "Employees' 
overwhelming response shows 
we also care about people when 
they have needs that are not 
medically related." 
Reward & Recognition Awards Remain 
targets 
The Employee Incentive Plan 
does not affect the new 
Corporate Reward & 
Recognition Program - or 
TEAM. While EIP sets a 
reward to work toward, 
TEAM is designed to create 
and maintain a favorable 
work environment that 
provides more immediate 
feedback on behaviors that 
bring corporate values to life. 
TEAM recognizes high 
performance at three levels: 
Formal, which focuses on divisional 
or departmental recognition and may 
include monetary rewards 
on a quarterly or semi-annual basis; 
Informal, which occurs more 
frequently and spontaneously to 
recognize individual and team 
accomplishments and may have a 
nominal cash value; and 
3 ) Day-to-day, which is verbal or written 
positive feedback and can extend 
across functional boundaries, even to 
external partners and customers 
when appropriate. 
The Corporate Strategy Committee, with input from the organization, 
has set the following as the EIP targets for SW01: 
1 Health Business Net Income = $134.5 million 
2 Net Contract Gain = 95,000 
3 Customer Satisfaction measures 
A. Overall Product Satisfaction (satisfied or very satisfied) 
• H MO 73 - 75 percent 
• PPO 70 - 72 percent 
B. Satisfaction with Administrative Services (satisfied or very satisfied) 
• H MO 64 - 66 percent 
• PPO 75 - 77  percent 
C. Contract Retention Rate = 88 percent 
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After the most hotly debated and closest presidential election in American 
history, the country emerged with a Republican-led administration for the 
first time in eight years. In Florida, political leadership also experienced 
a turnover, with nearly half of all legislators being new to their jobs. 
How will the health care industry fare with new leaders at the state 
and federal levels? Perspectives spoke with members of the company's 
Governmental and Legislative Relations department to find out. 
"We are cautiously optimistic about the new administration," says Mike 
Hightower, vice president of Governmental and Legislative Relations 
(GLR). "One of the campaign platforms that President Bush ran on was 
less government intrusion, less regulation and more of a free-market 
8 perspectives SPRJ "\G 200 1 
economy approach. Those 
conditions are critical for more 
affordable and enhanced quality 
heallh care opportunilies for our 
2.8 million members." 
He explains that BCBSF's positions 
remain the same even when the 
political landscape changes. 
"Administrations come and go, 
but our policy positions remain 
consistent. We advocate positions 
that provide our members with 
more access to affordable quality 
health care, regardless of which 
party is in the majority," he says. 
Congress convened Jan. 3 and is 
expected to consider numerous 
health care proposals. "Our goal is 
to get members of both parties to 
understand our positions on health 
care issues and what impact their 
improved care support programs 
and state-of-the-art service 
capabililies. "PAC is a series of 
capabilities that enable us to off er 
choice and affordability and position 
us for the future marketplace 
shaped by consumers," 
Thomas says. 
More than 125 individuals from 
across the company participated in 
the design subgroups during a 
90-day design period. Capabilities 
and products will be developed in 
2001 for introduction in the market 
in 2002. 
Improved health plans 
PAC health plans will build on 
BlueChoice, the simplified PPO 
product introduced last year. PAC 
features open access with no 
gatekeepers or required referrals. 
Employers can establish their own 
benefit offering from a portfolio of 
slandard health and pharmacy 
plans, as well as group-sponsored 
or ancillary products offered 
through Florida Combined Life. 
Members choose a health benefit 
plan that best matches their needs 
- from the least expensive ,'Vith a 
high deductible to the most 
expensive with a copay. 
BCBSF is developing a menu of 
value-added services, beginning 
with a complementary and 
alternative medicine (CAM) 
affinity program to be launched 
this summer. BCBSF will offer a 
discount averaging 25 percent to a 
network of chiropractors, massage 
therapists, acupuncturists this year 
with dietitians added in 2002. 
"CAM fits our strategy to offer 
caring solutions lo our members 
without additional medical cost," 
says Collette Montgomery, senior 
project consultant. "Consumers 
spend $35 billion each year on 
CAM products and services. There 
are more visits to CAM providers 
than to primary care physicians." 
New provider network 
Key to PAC's cost savings is a new 
network of providers with effective 
cost and use patterns. Members 
will be able to choose between two 
provider networks, as well as 
out-of-network services, with 
balance billing protection. But they 
will have an incentive to use the 
smaller, high-performing 
network - lower copayment and 
coinsurance costs. 
Improved Care Support programs 
PAC introduces a new approach to 
supporting our members' health 
needs. "The new model shifts our 
care support strategy from 
'managing' care to helping 
members navigate the system and 
attain appropriate care," says 
Elana Schrader, medical director. 
"In addition, the Care Support 
capability will be an integral part 
of service to improve customer 
satisfaction and loyalty." 
11
We have to listen to 
and underStc:iJu U\lJ the 
voice of the customer." 
We'll identify care-support 
opportunities and route members 
to appropriate care and offer a 
variety of information services via 
the web, like PersonalPath.com. 
Technology will integrate support 
and self-management tools, 
enhancing our customers' ability 
to make informed health care 
decisions that best meet their 
unique needs, explains Dale 
Beaman, project director. For 
example, we'll offer tools to a 
member with a disease to help 
them decide on the most 
appropriate providers for treating 
that disease. 
State-of-the-art service 
Under PAC, the service deliver 
process begins during 
pre-enrollment and continues 
throughout the lifetime 
relationship we have with 
our members. 
"It costs more to acquire a nev, 
customer than to keep one. Ev 
interaction with a member is a 
opportunity to build relationsh 
says Barbara Hunter, vice 
president of Operations, "and 
ultimately to develop loyal, 
satisfied customers." 
When fully implemented, our 
website will provide 24-7 mem 
support with interactive health 
information. This will include 
claim status, benefits and year­
date deductible information, II 
cards, prescriptions and other 
products and services, medical 
chat rooms, ask-a-nurse help 1 
PersonalPath.com and links to 
other health information sourc 
A data base will link all 
strategic customer touc 
points. Thus, a membe1 
who just had heart sur�  
and calls aboul claim st 
will be offered particip, 
in our congestive heart 
ure program or directed to otl 
resources. 
Choice, value, service 
When fully implemented, the 
Health Business Sector's strate 
will provide members with 
caring solutions to the issues 
of choice and affordability. 
Members will have access to 
high-performing provider 
network, enhanced care supJ 
programs and innovative 
services that support their nee 
perspectives s1 
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e Cross a nd Blu e Shi e ld o f  Florida is d ev elopi ng "a new g eneratio n "  o f  
,ducts a nd capabiliti es to ta ke th e co mpa ny to th e next lev el .  Th e 
t for m for Affordab le  Choic es (PAC) is a st ep i n  achi evi ng B C B S F's futur e  
3t egic pro fil e for th e e nt erpris e: "A co mpa ny focus ed pri marily o n  th e 
3 1th i ndustry, d e liv eri ng valu e through a n  array o f  choic es :' 
ring the past few years, the company has initiated several efforts 
der Business Transformation - all designed to bring new technology 
j_ more cost-effective processes to the way we do business. Initiatives 
e Virtual Office (VO) , the Diamond operating environment (DO) and 
)duct Simplification have helped to strengthen relations with selected 
)viders, streamline claims administration and offer new, simpler 
)duct choices to members. But the current product line doesn't fully 
Jitalize on current technology nor does it adequately address the 
1damenlal issue of affordability that is at the center of the Health 
siness Sector's vision. 
hange is happening more rapidly than anyone can imagine," says 
mey Dreistadt, director of Product Development. ''We want to take 
vantage of the forces driving change." Those forces include evolving 
:hnology, consumerism and the emergence of defined contribution as 
1ew health industry model. 
ur products are based on technology thal doesn't incorporate the web, 
tual Office and the other tools we now have to distribute information," 
eistadt says. The whole industry has been slow to adapt to the 
:ctronic revolution because of complexity, cost and proprietary 
tives SPRI\G 200 1 
information. A new federal law 
regulating standardization of codes 
and electronic transmissions will 
influence that. 
''We have to listen to and understand 
the voice of the customer," says 
Chip Kenyon, director of Product 
and Services Management. The 
marketplace is moving away from 
classic HMO products. Regulatory 
and legislative action has loosened 
many managed care controls that 
brought cost savings. In addition, 
pharmaceutical costs are rising 20 
percent a year, and massive cuts in 
federal spending for Medicare and 
Medicaid have shifted costs back to 
insurers on down to consumers. 
Meanwhile, consumers want 
increased choice and affordability. 
"Our members have told us choice 
is very desirable but affordability 
is critical," says Craig Thomas, 
director of Product Services 
Delivery. 
Defined contribution could be 
the emerging star in the health 
marketplace. Employers set aside 
health benefit dollars for 
employees, who spend the money 
as they choose under certain 
government guidelines. This gives 
consumers increased choice and 
control over their health care 
coverage and a cost-savings 
potential. 
''We need to expand our thinking 
about products beyond health 
care coverage, like alternative 
financing for health care and 
products that make people's lives 
easier," says Dreistadt. "And we 
need a platform of capabilities Lo 
embrace defined contribution." 
A series of capabil ities 
PAC offers a broader range of 
improved health plans, new 
provider network choices, 
e a r 
decisions will have on their 
constituents," says Hightower. 
Accomplishing that goal is no easy 
feat. The six-person department is 
responsible for sifiing through 
literally thousands of proposed 
bills to determine possible impacts 
on our members, the company and 
the health care industry. Prospective 
legislation is analyzed and 
scrutinized, not only by GLR, but 
other areas of the company, as 
well. The Legislative Advisory 
Group, with members from 
Membership and Billing, Marketing, 
Underwriting, Human Services 
says Hightower. ''We examine and 
thoroughly analyze legislation 
from many different perspectives. 
Because of this, many legislators 
Mike Hightower is BCBSF's chief lobbyist .  
"The saying 'The harder you vvork, 
the luckier you get' definitely holds true 
when it comes to our SUCC8S�. 
and regulators will give 
our analysis the benefit 
of the doubt," he says. 
"We've had cases 
where our policy 
papers or analysis of a 
bill will become the 
Group, Public Policy and other 
areas, evaluates pending legislation 
and makes recommendations on 
how best to shape it. 
''We are the only health care 
company in the state to use this type 
of collaborative, team approach," 
position the entire health care 
industry uses." 
Hightower explains that as 
government becomes more 
involved in the health care industry, 
it is even more important that our 
c o n t i n u e d  o n  n e x t  p a g e  
perspectives sPKJ\G 200 1 9 
voice is heard. "The more people 
we can get to articulate and 
advocate our positions, the better 
chance we have of protecting our 
members' access to more 
affordable quality health care 
options," he says. 
Influencing activities include 
one-on-one lobbying, as well 
as grassroots efforts such as 
customer letters and phone calls 
to legislators. Another effective 
strategy is to provide real-life 
testimonials from BCBSF members 
about the potential effect of a bill. 
"This really helps us illustrate our 
point of view," says Hightower. "It 
helps legislators understand how 
proposed bills could impact their 
own constituents." 
One of the most critical issues on 
the table is the high-profile 
Patients Bill of Rights, which 
gained significant attention 
throughout the presidential 
campaign. There are different 
versions of the bill, all of which 
contain proposals that will change 
the way health care is delivered in 
our country. 
"Our greatest concern is a 
provision that greatly expands 
health care liability," says Jeff 
Wollitz, director of Federal 
Relations. The provision would 
enable trial lawyers to seek 
exorbitant punitive damages when 
11lt's our job to 
there is a dispute about services 
they think the health care plan or 
an employer should provide. "This 
would be detrimental to our 
members and our industry," says 
Wollitz, "because it would drive up 
health care costs significantly. In 
many cases, health plans would be 
forced to increase their rates." 
Another critical issue is the 
creation of a Medicare Prescription 
Drug benefit. "BCBSF believes that 
seniors need access to affordable 
prescription drugs, and that this 
issue should be addressed as part 
of Medicare reform," says Wollitz. 
It is the company's position that 
the 1997 Medicare + Choice 
program reforms have decreased 
benefit options, increased 
premiums and copayments, and 
reduced choice for seniors. 
Wollitz spends at least one week a 
month in Washington, D.C. 
meeting with legislators, 
congressional committees and 
various trade associations, such as 
the American Association of Health 
Plans (AAHP) to organize our 
posilions and develop strategies. 
He explains that representing the 
largest health care company in 
Florida has its advantages. 
"Because of its size and the large 
number of seniors, Florida is often 
the first state to see trends in 
health care," he says. For example, 
Florida has an 
external review 
educate new members 




denied that has 
become a model 
for other states. 
This bodes well 
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for BCBSF's GLR team, which is 
often called upon for its knowledge 
of not only complex health care 
issues, but other business issues 
as well. 
"We recently played a big role in 
passing the Uniform Electronic 
Transactions Act," says Steven 
Smith, director of State Relations. 
"On the surface, it may not appear 
that we would have any direct 
knowledge or interest in 
e-commerce," he says. "Our 
desire to expand our e-business 
capabilities and our experience 
with Medicare and Virtual Office 
have given us knowledge in this 
area. We were able to provide a 
broad perspective and played a 
big role in shaping legislation so 
that Florida will be poised for 
e-commerce." 
Other key issues at the state level 
include programs for the uninsured 
(more than 2.1 million Floridians 
have no health care insurance) 
and mandated benefits. BCBSF 
believes the private market and 
the government should work 
together to develop solutions for 
reducing the number of uninsured. 
The company also supports efforts 
to educate people about health 
care options that are available 
to them. 
l� 
important," Fletcher says. "I have 
a consistent time when I meet 
with my kid, and that time is 
sacred for me. You realize he 
relies on you, and you're trying 
to change his perception of people, 
to let him know that people listen 
and understand. The most important 
thing I can do is show up." 
Society in general, he says, 
isolates us from what is really 
important. Just as we are several 
steps removed from gathering or 
growing our own food, we tend 
to get caught up in our own work 
and activities. We're isolated from 
the challenges many families face 
- such as a single mother with 
two jobs to keep her children 
fed, housed and clothed. Or 
worse. "You can't imagine the 
environments of some of these 
kids," he says. "A lot of them just 
fall through the cracks in the 
system. These kids have potential. 
Their parents may or may not be 
there, or they may be too busy. 
The kids need someone with time 
to listen. When they share a 
problem with someone who's 
objective, they see it's not so big. 
They can see a solution or maybe 
even several solutions." 
And, what does BCBSF get? 
For one thing, high employee 
satisfaction, Fletch er says. 
"When they see we care enough 
to provide support to their 
communities, i t  makes them 
feel good about the company. It 
helps employee morale and 
retention. Our employees love 
this program. In fact, there ar 
better advocates for it than tho 
who participate." 
At  press time, 57 South GBU 
employees were mentoring stm 
in Dade, Broward and Palm Bt 
counties. In Decemb_er, BCB: 
was recognized at the "Unsu 
Heroes of Excellence Awardi 
for having the highest emplc 
involvement in Dade County 
BCBSF Systems Analyst Jorg• 
Caballero recently taped a 
national public service 
announcement for Take Stoc 
Children. "At first I thought o 
the children would benefit," 
says. "Then I saw I was 
benefiting too. Now I see tha 
everyone is benefiting - fan 
friends, coworkers and employ 
their lives are touched by th1 
profound changes in the chil 
and the mentor. That's what 
happens when you give some 
hope for the future." � 
k i n g  ti me 
) 
Q 
� Cross a nd Blu e Shi eld o f  Florida's South G B U is ta ki ng stoc k i n  
l ethi ng far mor e va luabl e tha n a ny Wall Str eet commodity . 
)loy ees ar e b ei ng r ecog ni zed for m entori ng at -ris k childr e n  through 
� Stoc k i n  Childr e n, a stat ewid e prog ram with ph e nom e nal r esults, 
3 Sh el ly Spivac k, ma nag e r  o f  Gov er nm e nt a nd Pub lic Relatio ns . 
Ldies show that when an adult works with a child at risk, the 
d's performance increases in every area, not just in education," 
says. "Take Stock in Children is not a tutoring program - it's 
· modeling." 
: Dade County program requires the involvement of a company's 
executive before employees can participate in the program. 
ployees must receive release time (not Paid Time Off) to meet 
1 students one hour a week on school grounds. They must 
1plete orientation, and pass a background and fingerprint check. 
: program also places requirements on the students and their 
ents through a signed contract. Parents agree to develop a 
ttionship with teachers and mentors, and to support their child's 
ool-based activities. Students must stay in school, maintain good 
:les, stay off drugs and out of trouble, and meet with their mentors 
e a  week. 
: reward for their efforts? Students who complete the program are 
ranteed a full college scholarship to state 
ools. The program matches a mentor's 
ls with a student's needs, which isn't 
essarily education-based, says Lauren 
la, community events coordinator. "My 
lent is a sophomore and on the varsity 
ketball team," Failla says. "In fact, she's 
ked no. 16 in the county; and she's a 
d student, but she needs help organizing 
homework. Organizing is what I do as 
�vent coordinator, so I've been helping 
get all the work she's done out of her 
: book and into her notebook." According 
1ves Sl'HJ \/G 200 I 
Jorge Caballero l left) 
mentors Daniel Eir iz .  
about 
kids 
to Spivack, the South GBU leader­
ship team opened the program to 
all employees in South GBU who 
have their managers' approval. 
Melvin Fletcher, M.D., BCHSF's 
vice president of Medical 
Affairs, took the lead role in 
Take Stock in Children in the 
South GBU. 
"We're always looking to 
provide our employees 
with opportunities to 
support the community," 
says Fletcher. "Take Stock 
in Children is one of the 
best ways we can do that. 
I personally like the idea 
of making changes one 
step at a time. We 
immediately saw that 
with one-to-one mentoring, 
if we could get enough of 
our people involved, we 
could make a tremendous 
difference." 
Yes, the good doctor, 
whose own children are 
grown, spends an hour 
each week with a high 
school freshman who 
ordinarily wouldn't have 
any adult's ear, let alone 
that of a corporate 
executive. "I could always 
say I'm too busy, but you 
prioritize what's really 
Mandated benefits, which would 
dictate that health plans include 
certain benefits such as infertility 
treatments, are not supported by 
the company. "V\Thile these 
benefits initially sound positive, 
they would increase the cost of 
health plans and bring little value 
to the consumer," explains Smith. 
BCBSF offers to sell these benefits 
to employers who want them, but 
does not believe that all employers 
should have to pay for mandated 
benefits they may not want. 
Hightower is quick to point out 
that whenever you add costs, 
whether it is in the form of 
mandated benefits, taxes or 
assessments, it hurts our members 
because those costs are likely to 
result in higher premiums. 
is a provision that greatly expands 
health care liability." 
In many instances, increased costs 
or other negative outcomes of 
proposed legislation are not 
obvious, so GLR works to help 
legislators understand the 
unintended consequences of a bill. 
The Patients Bill of Rights, for 
example, has a consumer-friendly 
name but could do more to harm 
consumers than help them. 
Because of this, education is a big 
part of what our lobbyists do. This 
is especially true at the state level, 
where a quarter of Florida's 
senators and more than half of 
state representatives are new. 
"It's our job to educate new 
members of the Legislature," says 
Smith. ''We have lost a great deal 
of 'institutional knowledge' due to 
term limits, so we have a lot of 
work ahead of us to make sure 
new members understand our 
business." According to Smith, one 
former leader had such a favorable 
impression of the company's 
efforts to provide affordable health 
care that he was known to say, "If 
it hurts the Blues, you lose." Smith 
says we have some work to do to 
get to that level of understanding 
again. 
Hard work, in addition to a team 
approach, is a key ingredient of an 
effective government relations 
program according to Hightower. 
"The saying 'The harder you work, 
the luckier you get' definitely holds 
true when it comes to our success. 
Last year, there were more than 
300 bills that could have adversely 
affected health care costs or access 
to quality health care that we 
helped to amend or defeat." 
The company's influencing efforts 
have not gone unrecognized. 
Recently, BCBSF received an award 
from the Blue Cross and Blue 
Shield Association for its 
outstanding federal lobbying and 
influencing program, the second 
consecutive year we have 
received the honor. (\ 
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E l l i e  R i m a r, i nformatio n  consu lta nt fo r the compa ny's B us i n ess Research 
I nformat ion Center, a lways cons idered herself hea lthy as a horse. When 
u rged by fr iends and coworkers to get a mam mogram, she d i d n't see the 
i m med iate need . 
"I knew BCBSF recommends women begin their annual mammograms 
at age 40, but I had not yet had my firsl one," Rimar says. "l finally 
stopped making excuses abouL being too busy and scheduled the test." 
What she found shocked her. The self-proclaimed healthy-as-a-horse 
mother of six had two small masses in her right breast. A needle biopsy 
11 1 am leading a more 
fu lfi l u ung l itre because I really 
appreciate every single day." 
confirmed it was early stage breast 
cancer. "Both masses were Loo 
small to be detected by a physical 
exam," she explains. "I couldn't 
feel them al all. But they were 
visible with the mammogram." 
Mammograms take about 20 
minutes and, according to the 
American Cancer Society, are the 
best way to detect breast cancer 
early, when it is easiest to treat. 
In fact, mammography can detect 
cancers several years before a 
woman or a health care provider 
can feel a lump. Annual 
mammograms are recommended 
for women 40 and older, although 
women with a personal or family 
history of breast cancer should 
start screenings earlier. 
Rimar's recovery Lested her mental 
and physical toughness. She 
underwent a partial mastectomy 
followed by two months of daily 
radiation treatments. She 
remembers laying on the cold 
metal table, awaiting the radiation. 
"The treatments took about two 
minutes and were totally painless. I 
did experience some skin i rriLaLion, 
kind of like a sunburn, and J goL 
tired afterward," she explains. 
Enduring the minor side effects 
paid off. She remains cancer free 
after two years and hasn't slowed 
down a bit. Rimar participated in 
the Susan G. Kamen Breast Cancer 
Foundation Race for the Cure and 
is currently taking tennis and golf 
lessons. She recently served as 
first mate along with her husband 
to race their 37-foot sailboat in an 
annual regatta. 
Rimar performs monthly breast 
self exams, has a check-up every 
six months and is undergoing 
hormone therapy to reduce the 
chances of the cancer returning. 
"There is no cure for breast 
cancer, so early detection is the 
key Lo surviving. I feel strongly 
that women in their forties should 
have annual mammograms. The 
fact that BCBSF pays for them 
makes it possible for more women 
to get screened." 
E l l ie Rimar credits her 
mammogram with 
saving her l ife. 
All of BCBSF's BlueCare (HM 
and BlueChoice (PPO) produ 
cover the cost of mammogra 
along with other wellness be 
such as annual gynecologica 
exams and well child care, 
including pediatric office visi 
immunizations. 
Surviving breast cancer has i 
Rimar a new outlook. No Ion 
does she feel invincible. "Yo1 
is changed forever when you 
experience something like tt 
will never be the same," she 
remarks. "I am leading a mo 
fulfilling life because I really 
appreciate every single day." 
Rimar says she is thankful to 
for a company that provides 
wellness benefits to its emplc 
"I know some women are fee 
having a mammogram, but i1 
important to do iL," she says. 
absolutely could save your 1H 
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E l l ie R imar, i nformat ion consu ltant fo r the com pany's Bus iness Resea rch 
I nformation Center, a lways cons idered herself hea lthy as a horse. When 
u rged by friends and coworkers to get a mam mogram,  she d id n't see the 
i m med iate need . 
"I knew BCBSF recommends women begin their annual mammograms 
at age 40, but I had not yet had my first one," Rimar says. "I finally 
stopped making excuses about being too busy and scheduled the test." 
VVhat she found shocked her. The self-proclaimed healthy-as-a-horse 
mother of six had two small masses in her right breast. A needle biopsy 
' 
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1 am leading a more 
fu lfi l l i ng  l ife because I rea l ly 
appreciate every sing le day." 
confirmed it was early stage breast 
cancer. "Both masses were too 
small to be detected by a physical 
exam," she explains. "I couldn't 
feel them at all. But they were 
visible with the mammogram." 
Mammograms take about 20 
minutes and, according to the 
American Cancer Society, are the 
best way to detect breast cancer 
early, when it is easiest to treat. 
In fact, mammography can detect 
cancers several years before a 
woman or a health care provider 
can feel a lump. Annual 
mammograms are recommended 
for women 40 and older, although 
women ·with a personal or family 
history of breast cancer should 
start screenings earlier. 
Rirnar's recovery tested her mental 
and physical toughness. She 
underwent a partial mastectomy 
followed by two months of daily 
radiation treatments. She 
remembers laying on the cold 
metal table, awaiting the radiation. 
"The treatments took about two 
minutes and were totally painless. I 
did experience some skin irritation, 
kind of like a sunburn, and I got 
tired afterward," she explains. 
Enduring the minor side effects 
paid off. She remains cancer free 
after two years and hasn't slowed 
down a bit. Rimar participated in 
the Susan G. Komen Breast Cancer 
Foundation Race for the Cure and 
is currently taking tennis and golf 
lessons. She recently served as 
first mate along with her husband 
to race their 37-foot sailboat in an 
annual regatta. 
Rimar performs monthly breast 
self exams, has a check-up every 
six months and is undergoing 
hormone therapy to reduce the 
chances of the cancer returning. 
"There is no cure for breast 
cancer, so early detection is the 
key to surviving. I feel strongly 
that women in their forties should 
have annual mammograms. The 
fact that BCBSF pays for them 
makes it possible for more women 
to gel screened." 
E l l i e  R i m a r  c redits h e r  
m a m m ogram with 
savi n g  h e r  l ife . 
All of BCBSF's BlueCare (HMO) 
and BlueChoice (PPO) products 
cover the cost of mammography, 
along with other wellness benefits, 
such as annual gynecological 
exams and well child care, 
including pediatric ollice visits and 
immunizations. 
Surviving breast cancer has given 
Rimar a new outlook. No longer 
does she feel invincible. ''Your life 
is changed forever when you 
experience something like this. I 
will never be the same," she 
remarks. "I am leading a more 
fulfilling life because I really 
appreciate every single day." 
Rimar says she is thankful to work 
for a company that provides 
wellness benefits to its employees. 
"I know some women are fearful of 
having a mammogram, but it's so 
important to do it," she says. "It 
absolutely could save your life." � 
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Blue Cross and Blue Shield of Florida's South G BU is taking stock in 
someth ing far more valuable than any Wall Street commodity. 
Employees are being recognized for mentoring at-risk children through 
Take Stock in Children, a statewide program with phenomenal results, 
says Shelly Spivack, manager of Government and Public Relations. 
"Studies show that when an adult works with a child at risk, the 
child's performance increases in every area, not just in education," 
she says. "Take Stock in Children is not a tutoring program - it's 
role modeling." 
The Dade County program requires the involvement of a company's 
top executive before employees can participate in the program. 
Employees must receive release time (not Paid Time Off) to meet 
with students one hour a week on school grounds. They must 
complete orientation, and pass a background and fingerprint check. 
The program also places requirements on the students and their 
parents through a signed contract. Parenls agree to develop a 
relationship with teachers and menlors, and to support their child's 
school-based activities. Students must stay in school, maintain good 
grades, stay off drugs and out of trouble, and meet with their mentors 
once a week. 
The reward for their efforts? Students who complete the program are 
guaranteed a full college scholarship to state 
schools. The program matches a mentor's 
skills with a student's needs, which isn't 
necessarily education-based, says Lauren 
Failla, community events coordinator. "My 
student is a sophomore and on the varsity 
basketball team," Failla says. "In fact, she's 
ranked no. 16 in the county; and she's a 
good student, but she needs help organizing 
her homework. Organizing is what I do as 
an event coordinator, so I've been helping 
her get all the work she's done out of her 
text book and into her notebook." According 
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Jorge Cabal lero ( left ) 
mentors Daniel  E i r i z .  
about 
kids 
to Spivack, the South GBU leader­
ship team opened the program to 
all employees in South GBU who 
have their managers' approval. 
Melvin Fletcher, M.D., BCBSF's 
vice president of Medical 
Affairs, took the lead role in 
Take Stock in Children in the 
South GBU. 
"We're always looking to 
provide our employees 
with opportunities to 
support the community," 
says Fletcher. "Take Stock 
in Children is one of the 
best ways we can do that. 
I personally like the idea 
of making changes one 
step at a time. We 
immediately saw that 
with one-to-one mentoring, 
if we could get enough of 
our people involved, we 
could make a tremendous 
difference." 
Yes, the good doctor, 
whose ovvn children are 
grown, spends an hour 
each week with a high 
school freshman who 
ordinarily wouldn't have 
any adult's ear, let alone 
that of a corporate 
executive. "I could always 
say I'm too busy, but you 
prioritize what's really 
Mandated benefits, which would 
dictate that health plans include 
certain benefits such as infertility 
treatments, are not supported by 
the company. "While these 
benefits initially sound positive, 
they would increase the cost of 
health plans and bring little value 
to the consumer," explains Smith. 
BCBSF offers Lo sell these benefits 
to employers who want them, but 
does not believe that all employers 
should have to pay for mandated 
benefits they may not want. 
Hightower is quick to point out 
that whenever you add costs, 
whether it is in the form of 
mandated benefits, taxes or 
assessments, it hurts our members 
because those costs are likely to 
result in higher premiums. 
is a provision that greatly expands 
hea lth care l iabi l ity." 
In many instances, increased costs 
or other negative outcomes of 
proposed legislation are not 
obvious, so GLR works to help 
legislators understand the 
unintended consequences of a bill. 
The Patients BUI of fughts, for 
example, has a consumer-friendly 
name but could do more to harm 
consumers than help them. 
Because of this, education is a big 
part of what our lobbyists do. This 
is especially true at the state level, 
where a quarter of Florida's 
senators and more than half of 
state representatives are new. 
"It's our job to educate new 
members of the Legislature," says 
Smith. ''We have lost a great deal 
of 'institutional knowledge' due to 
term limits, so we have a lot of 
work ahead of us to make sure 
new members understand our 
business." According to Smith, one 
former leader had such a favorable 
impression of the company's 
efforts to provide affordable health 
care that he was known to say, "If 
it hurts the Blues, you lose." S 
says we have some work to do 
get to that level of understandi 
again. 
Hard work, in addition to a te, 
approach, is a key ingredient 
effective government relation 
program according to Hightm 
"The saying 'The harder you , 
the luckier you get' definitely £ 
true when it comes to our sue 
Last year, there were more th 
300 bills that could have adve 
affected health care costs or ac 
to quality health care that we 
helped to amend or def eat." 
The company's influencing ef 
have not gone unrecognized. 
Recently, BCBSF received an a, 
from the Blue Cross and Blue 
Shield Association for its 
outstanding federal lobbying c 
influencing program, the seco 
consecutive year we have 
received the honor. C\ 
perspectives 
: is heard; "The more people 
an get to articulate and 
cate our positions, the better 
ce we have of protecting our 
Lbers' access to more 
dable quality health care 
,ns," he says. 
encing activities include 
m-one lobbying, as well 
assroots efforts such as 
1mer letters and phone calls 
;islators. Another effective 
�gy is to provide real-life 
nonials from BCBSF members 
t the potential effect of a bill. 
; really helps us illustrate our 
of view," says Hightower. "lt 
; legislators understand how 
)sed bills could impact their 
constituents." 
)f the most critical issues on 
1ble is the high-profile 
nts Bill of Rights, which 
:d significant attention 
lghout the presidential 
1aign. There are different 
)TIS of the bill, all of which 
.in proposals that will change 
'ay health care is delivered in 
ountry. 
greatest concern is a 
sion that greatly expands 
h. care liability," says Jeff 
tz, director of Federal 
lons. The provision would 
e trial lawyers to seek 
iitant punitive damages when 
·s our job to 
there is a dispute about services 
they think the health care plan or 
an employer should provide. "This 
would be detrimental to our 
members and our industry," says 
Wollitz, "because it would drive up 
health care costs significantly. In 
many cases, health plans would be 
forced to increase their rates." 
Another critical issue is the 
creation of a Medicare Prescription 
Drug benefit. "BCBSF believes that 
seniors need access to affordable 
prescription drugs, and that this 
issue should be addressed as part 
of Medicare reform," says Wollitz. 
It is the company's position that 
the 1997 Medicare + Choice 
program reforms have decreased 
benefit options, increased 
premiums and copayments, and 
reduced choice for seniors. 
Wollitz spends at least one week a 
month in Washington, D.C. 
meeting wilh legislators, 
congressional committees and 
various trade associations, such as 
the American Association of Health 
Plans (AAHP) to organize our 
positions and develop strategies. 
He explains that representing the 
largest health care company in 
Florida has its advantages. 
"Because of its size and the large 
number of seniors, Florida is often 
Lhe first state to see trends in 
health care," he says. For example, 
Florida has an 
external review 
process for 
l ucc-.i i.� new members 
the Leg islature .;' 
grievances when 
coverage is 
denied that has 
become a model 
for other states. 
This bodes well 
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for BCBSF's GLR team, which is 
often called upon for its knowledge 
of not only complex health care 
issues, but other business issues 
as well. 
''We recently played a big role in 
passing the Uniform Electronic 
Transactions Act," says Steven 
Smith, director of State Relations. 
"On the surface, it may not appear 
that we would have any direct 
knowledge or interest in 
e-commerce," he says. "Our 
desire to expand our e-business 
capabilities and our experience 
with Medicare and Virtual Office 
have given us knowledge in this 
area. We were able to provide a 
broad perspective and played a 
big role in shaping legislation so 
that Florida will be poised for 
e-commerce." 
Other key issues at the state level 
include programs for the uninsured 
(more than 2.1 million Floridians 
have no health care insurance) 
and mandated benefits. BCBSF 
believes the private market and 
the government should work 
together to develop solutions for 
reducing the number of uninsured. 
The company also supports efforts 
to educate people about health 
care options that are available 
to them. 
important," Fletcher says. "I have 
a consistent time when I meet 
with my kid, and that time is 
sacred for me. You realize he 
relies on you, and you're trying 
to change his perception of people, 
to let him know that people listen 
and understand. The most important 
thing I can do is show up." 
Society in general, he says, 
isolates us from what is really 
important. Just as we are several 
steps removed from gathering or 
growing our own food, we tend 
to get caught up in our own work 
and activities. We're isolated from 
the challenges many families face 
- such as a single mother with 
two jobs to keep her children 
fed, housed and clothed. Or 
worse. "You can't imagine the 
environments of some of these 
kids," he says. "A lot of them just 
fall through the cracks in the 
system. These kids have potential. 
Their parents may or may not be 
there, or they may be too busy. 
The kids need someone with time 
to listen. When they share a 
problem with someone who's 
objective, they see it's not so big. 
They can see a solution or maybe 
even several solutions." 
And, what does BCBSF get? 
For one thing, high employee 
satisfaction, Fletcher says. 
''When they see we care enough 
to provide support to their 
communities, i t  makes them 
feel good about the company. It 
helps employee morale and 
retention. Our employees love 
this program. In fact, there are no 
better advocates for it than those 
who participate." 
At press time, 57 South GBU 
employees were mentoring students 
in Dade, Broward and Palm Beach 
counties. In Decemb_er, BCBSF 
was recognized at the "Unsung 
Heroes of Excellence Awards" 
for having the highest employee 
involvement in Dade County. 
BCBSF Systems Analyst Jorge 
Caballero recently taped a 
national public service 
announcement for Take Stock in 
Children. "At first I thought only 
the children would benefit," he 
says. "Then I saw I was 
benefiting too. Now I see that 
everyone is benefiting - family, 
friends, coworkers and employers -
their lives are touched by the 
profound changes in the child 
and the mentor. That's what 
happens when you give someone 
hope for the future." � 
Health Care:  
choice 
B l ue Cross and  B l ue Sh ie ld  of F lor ida  is deve lop ing  "a  new generation"  of 
p roducts and  capab i l it ies to take the com pa ny to the next l eve l .  The 
P l atform for Affordab le Cho ices ( PAC)  i s  a step i n  ach i ev ing  BCBSF's futu re 
strateg ic  p rofi le  for the ente rp rise: "A company focused p ri m a ri ly on the 
hea lth i ndustry, de l iver ing  va l ue th rough  a n  a rray of choices:' 
During the past few years, the company has initiated several efforts 
under Business Transformation - all designed to bring new technology 
and more cost-effective processes to the way we do business. Initiatives 
like Virtual Office (VO), the Diamond operating environment (DO) and 
Product Simplification have helped Lo strengthen relations with selected 
providers, streamline claims administration and offer new, simpler 
product choices to members. But the current product line doesn't fully 
capitalize on current technology nor does it adequately address the 
fundamental issue of affordability that is at the center of the Health 
Business Sector's vision. 
"Change is happening more rapidly than anyone can imagine," says 
Barney Dreistadt, director of Product Development. ''We want to take 
advantage of the forces driving change." Those forces include evolving 
technology, consumerism and the emergence of defined contribution as 
a new health industry model. 
"Our products are based on technology that doesn't incorporate the web, 
Virtual Office and the other tools we now have to distribute information," 
Dreistadt says. The whole industry has been slow to adapt to the 
electronic revolution because of complexity, cost and proprietary 
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information. A new federal law 
regulating standardization of codes 
and electronic transmissions will 
influence that. 
''We have to listen Lo and understand 
the voice of the customer," says 
Chip Kenyon, director of Product 
and Services Management. The 
marketplace is moving away from 
classic HMO products. Regulatory 
and legislative action has loosened 
many managed care controls that 
brought cost savings. In addition, 
pharmaceutical costs are rising 20 
percent a year, and massive cuts in 
federal spending for Medicare and 
Medicaid have shifted costs back to 
insurers on down to consumers. 
Meanwhile, consumers want 
increased choice and affordability. 
"Our members have told us choice 
is very desirable but affordability 
is critical," says Craig Thomas, 
director of Product Services 
Delivery. 
Defined contribution could be 
the emerging star in the health 
marketplace. Employers set aside 
health benefit dollars for 
employees, who spend the money 
as they choose under certain 
government guidelines. This gives 
consumers increased choice and 
control over their health care 
coverage and a cost-savings 
potential. 
"We need to expand our thinking 
about products beyond health 
care coverage, like alternative 
f inancing for health care and 
products that make people's lives 
easier," says Dreistadt. "And we 
need a platform of capabilities to 
embrace defined contribution." 
A series of capabilities 
PAC offers a broader range of 
improved health plans, new 
provider network choices, 
e a r 
decisions will have on their 
constituents," says Hightower. 
Accomplishing that goal is no easy 
feat. The six-person department is 
responsible for sifting through 
literally thousands of proposed 
bills to determine possible impacts 
on our members, the company and 
the health care industry. Prospective 
legislation is analyzed and 
scrutinized, not only by GLR, but 
other areas of the company, as 
well. The Legislative Advisory 
Group, with members from 
Membership and Billing, Marketing, 
Underwriting, Human Services 
says Hightower. "We examine a 
thoroughly analyze legislation 
from many different perspectivt 
Because of this, many legislator 
Mike Hightower is BCBSF's chief lo  
"The saying 'The harder you \NOrk, 
the lucU(ier you get' definitely holds true 
I, 
and regulators will g 
our analysis the bern 
of the doubt," he sa} 
"We've had cases 
when it comes to ourr SUCC8SS. 
Group, Public Policy and other 
areas, evaluates pending legislation 
and makes recommendations on 
how best to shape it. 
"We are the only health care 
company in the state to use this type 
of collaborative, team approach," 
where our policy 
papers or analysis oJ 
bill will become the 
position the entire health care 
industry uses." 
Hightower explains that as 
government becomes more 
involved in the health care indm 
it is even more important that o 
c o n t i n u e d  o n  
perspectives 
er  th e most hotly d ebat ed and clos est p resid ential el ection in Am e rican 
.to ry, th e co unt ry em erg ed with a Rep ublican -l ed administ ration fo r th e 
,t tim e in eight y ea rs. In Flo rida, political l ead e rship also exp e ri enc ed 
u rnov e r, with n ea rly hal f o f  all l egislato rs b eing n ew to th ei r  jobs . 
w will th e h ealth ca re ind ust ry fa re with n ew l ead ers at th e stat e 
d fed eral l ev els ? Perspectives spo ke with m emb ers o f  th e company's 
,v e rnm ental and Legislativ e Relations d epa rtm ent to find o ut .  
'e are cautiously optimistic about the new administration," says Mike 
�htower, vice president of Governmental and Legislative Relations 
LR). "One of the campaign platforms that President Bush ran on was 
s government intrusion, less regulation and more of a free-market 
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economy approach. Those 
conditions are critical for more 
affordable and enhanced qualHy 
health care opportunities for our 
2.8 million members." 
He explains that BCBSF's positions 
remain the same even when the 
political landscape changes. 
"Administrations come and go, 
but our policy positions remain 
consistent. We advocate positions 
that provide our members ·with 
more access to affordable quality 
health care, regardless of which 
party is in the majority," he says. 
Congress convened Jan. 3 and is 
expected to consider numerous 
health care proposals. "Our goal is 
to get members of both parties to 
understand our positions on health 
care issues and what impact their 
improved care support programs 
and state-of-the-art service 
capabilities. "PAC is a series of 
capabilities that enable us to offer 
choice and affordability and position 
us for the future marketplace 
shaped by consumers," 
Thomas says. 
More than 1 25 individuals from 
across the company participated in 
the design subgroups during a 
90-day design period. Capabilities 
and products will be developed in 
2001 for introduction in the market 
in 2002. 
Improved health plans 
PAC health plans will build on 
BlueChoice, the simplified PPO 
product introduced last year. PAC 
features open access with no 
gatekeepers or required referrals. 
Employers can establish their own 
benefit offering from a portfolio of 
standard health and pharmacy 
plans, as well as group-sponsored 
or ancillary products offered 
through Florida Combined Life. 
Members choose a health benefit 
plan that best matches their needs 
- from Lhe least expensive with a 
high deductible to the most 
expensive with a copay. 
BCBSF is developing a menu of 
value-added services, beginning 
vvith a complementary and 
alternative medicine (CAM) 
affinity program to be launched 
this summer. BCBSF will offer a 
discount averaging 25 percent to a 
network of chiropractors, massage 
therapists, acupuncturists this year 
with dietitians added in 2002. 
"CAM fits our strategy to off er 
caring solutions to our members 
without additional medical cost," 
says Collette Montgomery, senior 
project consultant. "Consumers 
spend $35 billion each year on 
CAM products and services. There 
are more visits to CAM providers 
than to primary care physicians." 
New provider network 
Key to PAC's cost savings is a new 
network of providers with effective 
cost and use patterns. Members 
will be able to choose between two 
provider networks, as well as 
out-of-network services, with 
balance billing protection. Bul they 
will have an incentive to use the 
smaller, high-performing 
network - lower copayment and 
coinsurance costs. 
Improved Care Support programs 
PAC introduces a new approach to 
supporting our members' health 
needs. "The new model shifts our 
care support strategy from 
'managing' care to helping 
members navigate the system and 
attain appropriate care," says 
Elana Schrader, medical director. 
"In addition, the Care Supporl 
capability will be an integral part 
of service to improve customer 
satisfaction and loyalty." 
11 We have to listen to 
and understand the 
voice of the customer. " 
We'll identify care-support 
opportunities and route members 
to appropriate care and offer a 
variety of information services via 
the web, like PersonalPath.com. 
Technology will integrate support 
and self-management tools, 
enhancing our customers' ability 
to make informed health care 
decisions that best meet their 
unique needs, explains Dale 
Beaman, project director. For 
example, we'll off er tools to a 
member with a disease to help 
them decide on the most 
appropriate providers for treating 
that disease. 
State-of-the-art service 
Under PAC, the service delivery 
process begins during 
pre-enrollment and continues 
throughout the lifetime 
relationship we have with 
our members. 
"It costs more to acquire a new 
customer than to keep one. Every 
interaction with a member is an 
opportunity to build relationships," 
says Barbara Hunter, vice 
president of Operations, "and 
ultimately to develop loyal, 
satisfied customers." 
When fully implemented, our 
website will provide 24-7 member 
support with interactive health 
information. This will include 
claim status, benefits and year-to­
date deductible information, ID 
cards, prescriptions and other 
products and services, medical 
chat rooms, ask-a-nurse help lines, 
PersonalPath.com and links to 
other health information sources. 
A database will link all 
strategic customer touch 
points. Thus, a member 
who just bad heart surgery 
and calls about claim status 
will be offered participation 
in our congestive heart fail-
ure program or directed to other 
resources. 
Choice, value, service 
When fully implemented,  the 
Health Business Sector's strategy 
will provide members with 
caring solutions to the issues 
of choice and affordability. 
Members will have access to a 
high-performing provider 
network, enhanced care support 
programs and innovative 
services that support their needs. 
� 
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United Way campaign. 
Every yea r, we ask o u r  emp loyees to reach i nto the i r  hearts a nd wa l l ets 
a n d  donate to the U n ited Way, a nd emp loyees a lways respond generous ly. 
B ut accord i ng to Kathy Orr and Gary Myers, co-cha i rs of last year's campa ign ,  
e m p l oyees' response d u ri ng the  2000 U n ited Way campa ign  was n oth i ng  
s h o rt o f  phenomena l .  
"For the first time, employees donated more than $ 1  million," says Orr, 
a vice president for Human Services Group .  "Not only did more 
employees give, but those who have been giving for years gave even more." 
Sixty-four percent of employees - the highest participation rate ever -
pledged to give to the United Way last year. Their pledges of $ 1 . 1 5  million 
set a new record for employee giving .  Combined with the corporate 
donation of $350,000, BCBSF's contribution reached $ 1 .5 million, 
making us the top contributor in northeast Florida. 
"Employees showed they aren't j ust the company's number-one asset, 
they're also a great asset to the community," says Myers, vice president 
for Workers' Compensation. 
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Orr and Myers say one reason for 
the campaign's success was the 1 34 
rallies held throughout the company. 
Focusing on the theme "The 
Power of You, The Power of Blue -
Through the Eyes of a Child," 
team captains organized rallies to 
educate employees about the needs 
of the community and motivate 
them to contribute. All rallies 
included United Way representatives 
and people who have been helped 
by the organization. 
''We weren't asking for a hand out 
but a hand up," says Myers. 
"Employees saw that any of us 
could need services tomorrow." 
The rallies also emphasized that 
support of the United Way relates 
to our Brand promise. 
"We provide health care solutions 
to Floridians," says Orr. "Employees' 
overwhelming response shows 
we also care about people when 
they have needs that are not 
medically related." 
Reward & Recognition Awards Remain 
Hitting the 
targets 
The Employee Incentive Plan 
does not affect the new 
Corporate Reward & 
Recognition Program - or 
TEAM. While EIP sets a 
reward to work toward, 
TEAM is designed to create 
and maintain a favorable 
work environment that 
provides more immediate 
feedback on behaviors that 
bring corporate values to life .  
TEAM recognizes high 
performance at three levels: 
Formal, which focuses on  d ivisiorn 
o r  departmental recogn it ion and rr 
i nc lude monetary rewards 
on  a quarterly or  semi-annua l  basi: 
I nformal, wh ich occurs more 
frequently and spontaneously to 
recogn ize i nd ividua l  and team 
accompl ishments and may have a 
nomina l  cash va l ue; and 
3 ) Day-to-day, wh ich is verba l  or  writt 
positive feedback and can extend 
across funct iona l  boundaries, even 
externa l  pa rtners and customers 
when appropriate. 
The Corporate Strategy Committee, with input from the organization, 
has set the following as the EIP targets for 200 1 :  
1 Hea lth B us i ness N et I ncome = $1 34.5 m i l l i o n  
2 N et Contract G a i n  = 95,000 
3 C u stomer  Sat isfact ion  measures 
A. Overa l l  Prod uct Satisfact ion  (sat isfied o r  ve ry sat isfied )  
• HMO 73 - 75  percent 
• PPO 70 - 72 percent 
B. Sat isfact ion  with Adm i n i strat ive Services (sat isf ied or very sat isfied )  
• HMO 64 - 66  percent 
• PPO 7 5  - 77 percent 
C. Contract Retention  Rate = 88 percent 
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benefits and services so that they 
feel good about BCBSF and know 
BCBSF ca res about them and their 
insurance needs:' 
• One under net i ncome says: " Be 
dependable/l im it absenteeism -
If we're a l l  here one or two days 
more per year, it's l i ke ga i n i ng 
the productivity of more than 50 
people for an ent ire year:' 
• Under net contract ga in ,  one t ip 
says: " Be accessib le - Be there 
for the customer. Place emphasis 
on avai labi l ity rather than 
production . A satisfied customer is 
our most effective marketi ng tool:' 
"It's important for us to see how 
our work impacts the performance 
targets," Seyn10ur says. "It means 
turning off lights, reducing overtime 
and not ordering unnecessary 
lunches for meetings. It also means 
getting it right the first time." 
The plan allows for an adjustment 
that recognizes that as membership 
increases, so do expenses. 
"Expenses are based on a cost per 
member, per month, so no one is 
penalized for growth," she says. 
Under the plan, employees who 
attain "meets expectations" or 
better on performance evaluations 
can qualify for a percentage of 
their mid-point range if the 
company realizes savings when 
all three targets are exceeded and 
there are savings to share. This 
plan does not affect the reward 
and recognition programs (TEAM) 
implemented last year throughout 
the company. 
If we do exceed the targets for 
2001, the incentive pay will be 
distributed in the first quarter 
of 2002. � 
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'' Employees showed they aren't 
just the company's number-one asset, 
they're also � great asset to 
the community. " 
ey 
Some BCBSF employees provide 
those caring solutions first hand. 
They not only donate money, they 
give their time and energy as well. 
Virginia Santaella, a claims auditor 
in Miami, started working with the 
Boy Scouts, a United Way agency, 
years ago when her son was a Cub 
Scout. Eighteen years later she's 
still involved serving as cub 
master of pack 552 - a group of 
30 boys ages seven to 11 from the 
John I. Smith Elementary School 
in Doral, Fla. 
Under Santaella's leadership, the 
boys learn the importance of 
giving back to the community by 
donating gifts to a center for 
abused children, collecting food 
for food drives and cleaning up a 
local beach. 
"When we help people in need, 
the Scouts realize how lucky they 
are," says Santaella. "They love 
helping others." 
Clint Waltrip, a business analyst in 
the Virtual Office area, served as 
team captain during the 1998 
United Way campaign. He says a 
site visit to daniel, an organization 
that helps children at risk, had a 
big impact on him and some of the 
other team captains. 
"We were overwhelmed seeing 
children who had so little," says 
Waltrip. "It changed our 
perspective on giving. We wanted 
to do more." 
Initially, Waltrip and four other 
team captains developed an 
ongoing relationship with daniel. 
Since then, the group of employees 
involved has mushroomed to about 
20. These employees hold one 
event each quarter for the kids at 
daniel. They've given Christmas 
gifts, held Easter and Valentine's 
Day celebrations, provided school 
supplies and organized a carnival. 
"The kids like our events, but 
we've found that they really just 
want us to listen and pay attention 
to them," says Waltrip. 
Myers says all employees can take 
pride in the activities of people like 
Santaella and Waltrip and the 
outstanding results of last year's 
campaign. � 
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consumer 
__ centra l ___ _ _ 
Last July , B C B S F  Vic e  P resid ent Jean Hull w as n am ed g en eral m an ag er o f  
th e rec ently fo rm ed Ind ividu al Consum e r  Busin ess Unit . We spo ke with 
h er to g ain mo re insight into th e comp any 's reasons fo r c reating th e I C B U  
and wh at w e  c an exp ect from it . 
0: Why did BCBSF create the Individual Consumer Business Unit? 
We want to position the consumer market for long-term aggressive 
growth. If you look at the Florida market, which is different from other 
states, there are increasing numbers of early retirees, self-employed 
people starting their own small businesses, and employees and their 
families without group coverage. Our challenge is to understand and 
meet the needs of these consumers, while increasing member 
satisfaction, loyalty and profitability. 
Q: How has the company performed within this market? 
The under-65 segment has shown considerable growth. Between 1 994 
and 2000, our under-65 individual enrollment increased from 79,000 to 
2 18,000, a 1 76 percent increase, and revenue increased to $278 million, 
a 92 percent increase. But because claims and operating expenses 
increased even more rapidly than the revenue, we went from making 
money to losing money - $ 26 million in 2000. Our challenge is to turn 
that performance around this year. 
Q: What other factors led to the ICBU start-up? 
Consumerism is a major trend impacting many industries, including the 
health industry. We're trying to understand that trend and to develop 
capabilities required to become consumer centric. Basically, that means 
integrating the "voice of the customer" into all of our decision-making. 
Q: How do these individual under-65 consumers differ from those who 
have group coverage? 
Because they make their own health care purchase decisions and pay 
for their plans out of their own pockets, individual purchasers are more 
sensitive to premium costs and overall out-of -pocket health care 
expenses. 
Q: How many employees are involved in the ICBU? 
There are 300 people across all areas of the company who support 
20 erspectives sPH1,r; 200 1 
ICBU customers. We're 
looking at how we can improve 
communication and coordination 
with all those employees, not just 
those within the ICBU. 
Q: Have you implemented any 
structural or organizational 
changes? 
Yes. We have a new structure and 
new roles within that structure 
that are different from BCBSF's 
typical organization. For example, 
our leadership team includes a 
member advocate . Mary Ellen 
Gruenther's responsibility is to 
reflect our customers' viewpoint 
in all our decision-making. She's 
involved in member metrics -
making sure we measure our 
performance from the member's 
perspective. She's also profiling 
specific members whose needs 
we haven't met, actually talking 
to them to understand their 
experience so we can be honest 
about our performance. 
Q: How else does the new ICBU 
structure differ? 
We have an area led by Larry 
Mazzocchi that is dedicated to 
service delivery. We recognize that 
service isn't just something that 
happens when a member calls 
customer service; it happens every 
time there is an interaction with 
members. Examples include the 
point of sale, members' experiences 
in their doctors' offices and 
coverage issues, such as when we 
issue the contracts and how we 
communicate coverage changes 
to them. Every touch point with a 
member is part of service del ivery. 
This new area of the ICBU is 
accountable for determining how 
we are performing across those 
touch points from the customer's 
perspective, and working across 
different functions within the 
company to improve that 
performance. We believe closing 
"The new incentive plan supports 
our values, which clearly state that 
every individual contributes to the com ,, 
pany's success. 
member of the cross-functional 
EIP design team. 
"In addition to helping attract and 
retain employees, the plan also 
motivates employees to do their 
best," she says. "It makes sense 
when employees share in the 
success of the company. 
"We want employees lo 
understand what the corporate 
obj ectives are and how they have 
an impact on them," Seymour 
says. "After a great deal of stw 
the design team identified thn 
areas where most employees  c 
affect performance - net 
income ,  net contract gain and 
customer satisfaction. The 
Corporate Strategy Committee st 
performance targets for those 
three areas, and the savings 
generated when we exceed thos 
targets are to be shared." 
The message excites managers, 
as well as employees new to 
incentive pay. 
"This plan demonstrates our 
commitment to the value we pla 
on our employees who make 
success happen every day," says 
Karl Smith, director of Consolidal 
Inter-Plan Operations (CIPO). "C 
values say our employees are ou 
number-one asset, and this shov 
that we really do care about the1 
and are willing to share the 
rewards of our success with the1 
In presenting the plan to CIPO 
employees, Smith and his colleag1 
broke the communication materi 
into concrete examples of how 
they can "make a difference." 
Tips were simple, direct and 
linked specifically to the three 
performance areas: 
A tip und er custo mer s atis faction 
s ays : "Educ at e custo mers -
Help custo mers und erst and th ei r  
c o n t i n u e d  o n  
perspectives sr 
1centive pay puts savings 
inyO Urha 
r years, it's been a wh ispered specu lat ion : a n  i n ce nt ive p l a n  fo r a l l  
1 p loyees. T h i s  i s  t h e  yea r specu lat ion becomes rea l ity with t h e  E mp loyee 
�ent ive P l an  ( E I P} .  No longer  reserved fo r m a nagers a n d  e m ployees i n  
s ignated a reas, i nce nt ive pay is n o w  a poss ib i l ity for a l l  B l ue C ross a nd 
Je Sh ie l d  of F lor ida  emp loyees. 
he new incentive plan supports our values, which clearly state that 
ery individual contributes to the company's success," says Paula 
bian, director of Total Rewards. "It's one thing to say employees are 
lued and another to prove it. The EIP is proof the company values all of 
because it recognizes our contribution in delivering affordable health 
re choices to our members." 
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Under the plan, about 5,000 
employees not eligible for other 
incentive plans can qualify for 
additional earnings opportunities 
based on improving BCBSF's 
performance in profitable growth, 
customer satisfaction and 
administration expenses. 
The EIP works at several levels, 
says Michele Seymour, project 
consultant, Total Rewards, and a 
those gaps will improve both our 
members' experience and our 
financial performance. 
0: Any other innovations? 
We've extended the ICBU 
leadership team to involve leaders 
from all of the key areas which 
impact our customers. We believe 
that it is critical for our actions to 
be fully integrated in order to turn 
this market around. 
0: What are your immediate goals? 
To improve the financial 
performance of the w1der-65 
consumer market. To serve 
under-65 individuals in a more 
efficient manner, to have a 
deeper understanding of Lhe 
products and services they want, 
and to meet those needs better 
than our competitors. Also to 
cross-sell more ancillary products, 
such as dental, life, long-term care 
insurance - and potentially 
financial products - that meet 
their needs. And we want to be 
able to translate what we learn to 
other markets. 
choices to our members. It's a new 
generation of products that will be 
available during 2002. 
0: What role, if any, will the 
Internet play in ICBU initiatives? 
During the second quarter of this 
year, we will be launching web 
sales capabilities that will allow us 
to offer individual products online. 
Among other benefits, it will allow 
the member to help drive our 
product development because 
tracking how our members use 
the site will provide instant market 
research. 
0: What's the key for the company 
to become more consumer 
centric, or consumer oriented? 
Historically, we have defined our 
market segments from our 
internal point of view, such as 
large group, small group, national, 
over 65 or under 65. But we have 
to start viewing our market 
segments from our members' 
points of view because - in terms 
of their wants and needs - there 
are actually clusters or sets of 
customers that cross all of those 
markets. For instance, there's a 
11 Basically that means integrating 
the voice of tlhe custumer into 
all of our decision making" 
0: Are any new products 
anticipated? 
We're bringing out all new 
BlueChoice (PPO) and BlueCare 
(HMO) products for under-65 
individuals, and we'll be migrating 
all of our customers into those 
products over an 18-month period. 
We're also heavily supporting the 
development of a new company­
wide product platform - the 
Platform for Affordable Choices 
(PAC) - that will offer greater 
subset that is interested in 
pursuing healthy lifestyles as a 
way of managing their health. 
How large is that segment? What 
are its characteristics? What goods 
and services would appeal to that 
segment? 
0: That's an interesting subset. Do 
we know the answers? 
We're working on them. The ICBU 
is leading a company-wide 
consumer segmentation initiative 
to understand more about the end 
consumers who use our products. 
Over their lifetimes our members 
go through a series of events that 
involve their health and Lheir 
families' health. Along the way, we 
have many opportunities to deliver 
affordable choices in terms of 
products and services. 
This analysis will allow us to 
identify Lhe markeL segmenls we 
should target and the information, 
goods and services the people in 
these segments want. When you 
understand that, you can start to 
build products and services that 
match those needs. Chrysler, for 
example, didn't ask consumers if 
they wanted a minivan. But by 
gauging customers' wants and 
needs, and basing their product 
decisions on those, Chrysler 
developed an innovative vehicle 
that was highly successful in 
meeting the needs of one of 
its target market segments, 
young families. That's what 
consumer centric companies do. � 
Jean Hull says we have to 
start viewing our market 
segments from our 
members' point of view. 
Welcon1e Fcso -
o n n ect1cu 
Althou g h  separated by 1 ,027 m i les and  a n  est imated 
d rive t ime of near ly  1 7.5  hou rs, F i rst Coast Serv ice 
O pt i o n s  ( FCSO)  e m p l oyees of M e r i d e n ,  Ct. a n d  
Jacksonvi l le ,  F l a . h ave m uch i n  common . They d rive 
t h e i r ch i l d re n  to soccer p ra ct ice, atten d  concerts, 
freq uent a var iety of resta u ra nts, check out new mov ies 
at t he  c i n ep lex and  see 1 -95 road s igns  a long  the i r 
jou rneys. Of cou rse, l iv i ng  a cou ntry-width apa rt, there 
a re many d iffe rences, as wel l .  Who can  remember the 
last t ime a snow shovel  was req u i red i n  F lo r ida or  an 
o ra n g e  g rove i n  Connecticut n eeded spray ing  fo r fru it 
f l i es? Not too many n o rtheaste rn res ide nts wou ld  
cheer  fo r the  Jag uars, Do l p h i ns or  B ucs, b ut then  how 
many F lorid i ans  a re enamored with t he  Patr iots, Celt ics 
or Red Sox? I n  short, we've a l l  got ou r d ifferences, 
b ut t h roug h the efforts of FCSO, we a l l  h ave m uch i n  
com mon . 
We can communicate across the miles by dialing a five-digit number. 
We can easily invite each other to teleconferences via a simple email 
transmission. The Health Care Finance Administration (HCFA) doesn't 
care whether an employee is in Connecticut or Jacksonville, they only 
know it's a FCSO employee who is processing that Medicare Part B claim. 
FCSO is proud to be a long-distance team and is also proud of each 
employee. To understand more about FCSO, let's review its history. 
May 1998 witnessed Lhe birth of a new company - a company charged 
with managing the federal government health program known as 
Medicare. Seven months after the birth of First Coast Service Options, 
Inc., this fledgling company received its license as a Third Party 
Administrator from the state of Florida and began business Jan. 1, 1999. 
Prior to its spin off as a subsidiary business, FCSO was formerly known 
as the Government Programs division of BCHSR 
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FCSO launched with a staff of 
dedicated employees located 
primarily in the Riverside Avenue 
offices in downtown Jacksonville. 
Other Florida offices include 
Tampa, Orlando and Miami. 
Outside of Florida, FCSO boasts 
an office in Owings Mills, Md. It 
operates as a wholly-owned 
subsidiary of BCBSF, and as part of 
Diversified Service Options, Inc., a 
holding company, which also holds 
Tri-Centurion, LLC, a corporation 
designed to combat Medicare fraud. 




[4] Incentive Pay Puts 
Savings in Your Hands 
You've heard the rumors, now 
they're true! The Employee 
Incentive Plan makes incentive 
pay a possibility for all employees. 
[Bl Making Our Voice 
Heard 
Government and Legislative 
Relations works to make sure 
our company's views are heard 
and understood. It's a tough 
blend of hard work, perseverance 
and diplomacy. 
p e r s p e c t i v e s  
[12) r-· ·sr ",tory -
Smoother Sailing 
for Cancer Survivor 
Through mammography, Ellie 
Rimar was able to catch breast 
cancer in the early stages. Read 
about her triumph over the 
disease and how it's changed 
her outlook. 
[14) Taking T ime to Care 
about Kids 
Employees in the South GBU 
are taking stock in something 
far more valuable than any 
Wall Street commodity. They're 
mentoring at-risk kids through 
Take Stock in Children. 
[16) A New Generation 
in Health Care: 
Affordable Choice 
"PAC" is muttered in hallw, 
and discussed at meetings. 
Learn about PAC and how 
it will position BCBSF for 
the future. 
[18] Employees Show 
Extraordinary Level 
of Caring 
When it comes to caring, 
BCBSF employees go all ou 
This year's United Way 
campaign brought in $1.5 
million, malting us the larg1 
contributor in northeast Flo 
' �' " " ' " " "  
[20) Consumer Central: 
the ICBU 
Becoming a consumer cent 
company is at the heart of I 
Individual Consumer Busin 
Unit's (ICBU) strategy. This 
article features an in-depth 
interview with ICBU Gener 
Manager Jean Hull. 
[22) Welcome FCSO 
Connecticut! 
Did you know we have 150 
First Coast Service Options 
employees in Connecticut? 
Get to know them and wha 
they do in this feature story 
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i t h t h e v e r y b est 
ink  of your  favorite store. "Vhat makes it so special? 
e merchandise? The sale prices? Its convenience? Most l ikely, it has to 
with your  shopping experience - the way you feel when you leave the 
ore. And there's one factor that can make or break a good 
opping experience: the people who work there. 
1ccessful retailers hmT knovn1 this for years. So has Blue Cross and 
ue Shield of Florida. Om corporate values spell i t  out: Employees are 
u· number-one asset. That means our 9,000 employees are more 
tluable than any other corporate resource and most likely to have a 
reel impact on our company's success or failure. 
ur values 111ake ii clear lhal our employees are our number-one 
set," says Mike Cascone, president and CEO. "Your hard work and 
mmi tment to our members have strengthened our company's position 
the marketplace and made us the health care company of choice for 
ore than 2.8 million Floridians. \Ye are very proud to have such 
gh-caliber employees on the BCBSF team." 
keeping with our values, this issue of Perspectives celebrates our 
nployees - not just al work, but in the community as well .  Take this 
ar's United Way campaign, for example. Together, employees raised 
ore than $1 million, making us the number-one employee giving 
mpany in northeast Florida. Read more about the employees behind 
II' United Way success on page 18. 
ctives 
You'll notice that Perspectives has 
a nevv, redesigned look and 
shorter, more concise articles. 
_Now more than ever, ii. is a 
publication especially for and 
about employees. Look for 
articles and photos of our very 
own, like Ellie Rimar, information 
consullant, who is our cover 
model. "Smoother Sailing for . 
Cancer Survivor" shares her 
triumph over breasf c;,mcer. Look 
for more employe_e.,related 
stories thropgh(�llt tl,1e. issue. -
We ii ope ymt enjoy the new, more 
employee-focused Perspectives. We're 
continuing to distribute via desk drop, 
which has been well received. And, 
we continue to publish i t  onlinc on 
the Blue Views inlmnet web site. Let 
. us know what you think of 
Perspectives. You can contact us 
through seYeral ways: voice mail, at 
(904) 905-3047; email us at "Blue 
Views"; send us a fax at (904) 
905-6638 01· interoffice mail, 
Corporate Communications, DCC 3-4. C) 
the BCBSF family, serves as 
president and CEO of FCSO and is 
assisted by a talented leadership 
team. 
Success led to expansion and, in 
September 2000, an office was 
opened in Meriden, Ct. Meriden, a 
community of approximately 
60,000, is located about 20 minutes 
from Hartford, Connecticut's state 
capitol. Meriden-based FCSO 
employees are charged with 
administering Medicare Part B in 
Connecticut, serving about 710,000 
Medicare beneficiaries and more 
than 17,000 providers, including 
more than 12,800 physicians. In 
all, there are positions for 150 
employees and the Meriden office 
currently is staffed with 138. 
According to Diane Routhier, 
director, Human Resources, " . . .  we 
are looking forward to having our 
office fully staffed in the near 
future." 
According to Lamar James, vice 
president, Program Management, 
who served as the transition leader 
Pictured on page 22 - Kathy 
Bunko (upper left), El len Ul iase 
(upper right), Group Photo 
(first row, left to right) :  Diana 
Maclennan, Betty Kolevich, 
and Jill Casey, ( standing, left to 
right) :  Norma Bari l laro, Diane 
Routhier, Laurie Maniscalco, 
Shirley Edlin and Catherine 
Mason. 
for FCSO, "The entire operation 
was a first for us. When United 
Health Care (UHC) decided to end 
its agreements with Medicare Part 
B in five northeastern states, we 
prepared a winning presentation 
and were awarded the contract for 
the state of Connecticut." 
Continuity was obtained in claims 
processing by retaining a majority 
of the former UHC employees as 
new FCSO staffers. The goal was 
to retain as many former 
employees as possible, based on 
their desires and the fit within the 
FCSO organization. Routhier says, 
"By and large, most of the 
transferred employees are 
delighted to now be a part of 
FCSO. Many of them had been in 
the Medicare B operation for 
several years and are excited 
about the technological 
improvements, efficiencies and 
management structure we off er. 
"Most notably," adds Routhier, "is 
the employees' sense of 
belonging." She hears, on a 
regular basis, about the difference 
in the culture and how employees 
are treated and treat each other. 
Employees are pleased to be 
working for a first-class company. 
Shirley Edlin, director, Connecticut 
Operations, is proud of the 
management team in Meriden. 
"Our seven-person management 
team averages 17 years experience 
in Medicare processing," says 
Edlin. "This is a committed staff. 
They are committed to FCSO and 
its principles," adds Edlin. In 
a reflective moment, Edlin 
offers that in her opinion, the 
empowering environment that 
FCSO offers its employees, 
regardless of location, is what 
drives the staff to continually 
improve on its mission and 
capabilities. "I'm very proud to be 
in a leadership role with these 
employees in Connecticut," says 
Edlin, "they are true professionals." � 
There are approximately 1 50 FCSO employees who administer Medicare Part B in Meriden, Ct. 
"I'm very proud to be in a 
leadership role with these employees 
in Connecticut." 
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